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So we pot those mergers organized and done. As part of that process. then, the Direc TV Group bought out the News Corp and Liberty interests in
the merged entity,

In addition. Grupo Televisa bought out a portion of the Liberty interests in Mexico. And then finally, earlier this year we bought out Darlene
Investments’ minonity position in Direc TV Latin America.

So what you end up with today is the Birec TV Group owning 100% cf DirecTV Latin America and DirecTV Latin America in tum owning about
74% of the Brazi] platforms with Globo remaining as a partner down there.

(iloha i< ohviously the largest and most successful broadeaster in Braril

We own 10049 of the platform in PanAmericana, which is sort of everything ex Brazil and Mexico, and we are roughly a 41% owner in Sky
Mexico with Grape Televisa heing the majority shareholder there

Une thing that ! do hope you walk away wilh today in addition to obviously the value story is also just a sense for the scale of our operation and
appreciation for the robustoess of the service that we provide.

We do have outside, and | hope a few of you were able W ook at them before you came 11 or youll take the time to look at thern on the way out,
the service 15 up and running. we hive several sereens and DVRs operating oul there. What you're actually seeing is the PanAmericana service.

Because of our geography we actually cannot -- in the satellite [botprints we can't bring vou the Brazil and Mexico services. bul we can sce the
satellite that serves the PanAmericana platform.

S¢ it's the acwal service thats up and muming. s what the consumer sees in the market today and [ ahink you'll be -- well, 1 hope you'll be
impressed by what you see.

Sout's a very robust service, as Esaid. I you look at the chans here, it in excess of 150 channels in every market.

The figures on PanAmericana are higher because vhviously we serve multiple countries, but in any given market the number of channels is more
in line with the figures that you sce in Brazil and Mexico.

We operate Tive different broadeast centers. One large one. particularly in Cafifornia, which is somewhal adjacent and jointly uperated with
Direc TV U.S.

In Brazil we have quile o jarge operation as well, which pretty much handles atl of the Brazil business as well s some business - some of the
transponders for PanAmericana.

And in addition, some somewha: smaller operations m Venezucla, Arpentina and Mexico.

We lcasu satellite capacity from Intelsat on three difforent satellites wday using abous, oh, almost but not quite 60 transponders. We're in a bit of a
transition there.

The figures there, as outhined between Brazil and PanAmericana, we're stitl in a bit of a transition as we complete the migration from -- In Brazil
from the Diec TV platform 1o the Sky platform.

0 some of thuse Galaxy TIC tansponders are sull being used by Brazil but that wilk all be done by the end of this year.
We operate seven different call centers around the region and we employ over 7.000 people.
tnchuced in that figure there are call center people. which is roughly about half of it. So it is a fairly, as 1 say, robust and complete operation.

Our strategy. for those of you that follow DirecTV U.S. 1ts going t¢ sound very familiar; it really is all about combining the best content and
programming with the best servize and technelogy to provide the hest television experience in the region,
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I's prerty straighiforward. [ think it's something you'll also hear my colleagues talk about and they'll be a little more specific about how they do
thal in each territory.

On 1op of that we have the ability to sort of -- to leverage our regional scale as well as the scale of DirecTV U.S. to deliver superior financial
performance in terms of lower costs, better margins. feverage with the programemers, €8 ceiera.

And finally, something that | think is different at DirecTV Latin America today than it was maybe even four or five years ago is that we have
heen able o mitigate some of the regional risk, you have currency risk, et cetera, by maintaining a local cost base where possible.

And | think we are doing that fairly effsctively. Unlike i previous years. wday. almost without exception, all of our programming contracts are
in local currency.

There may be a few that are small. for instance some of the smualler territories, but the big meaningful ones are all in Jocal currency.

And lurthermore, basically all the ner headcount that 1 talked 1o you about is in regions, obviously eamings, at a -- representing a local currency
vl

Su where heforg | think in the old days there used to be 300, 400 people in Miami in Direc TV Latin America, today we have aboul 35 here in
New York and 100 in Califorma and everythny else 18 m region

Let me talk quickly just about that premicr programming offertng and the content hecause it really is very much at the heart of what we do. And
my colleagues will talk a little bit more about it.

But again. it's a familiar story. We'te very strong in sports.

Amd in Latin America, 1f you talk about sports. you talk about soccer. And we have clearly the best offering 1 thirk of any of the -- any of var
competitors.

We have exclusive rights to the Spanish League. which is a very important league because a lot of Latin American players play in the Spanish
League,

[t's actually a deal that we did among the three of us, the three platforms together, and bought all the rights exclusively. We chose to sublicense
some of them in some termitories w ESPN.

But we still retaim at least 250 exclusive games and cerfainty in many of the most important games.

In Brazil the local foolball, we're the only platform that provides ail the games, so if you're a serious fan you really have to he a Sky subscriber. In
Mexico we have a very rich offoring of local soccer as well

And in particolar. the way the brosdeasting robes work down there, if you're a home 1eam fan and you want 10 watch your home tcam play at
home on that game day, you've got to be watching it on Sky,

With the Worid Cup we had a 24/7 channel (hal we had up and nmning nine months before the -- there was a lead-in to the World Cup and then
through the World Cup where we carried all the games. We also had a lot of interactive features, 16x9 screens.

So again, the viewing expenience. whether it's a Diree TV subscriber or 2 Sky subscriber, in Latin America was considerably belter than what they
would havy had in some of the other channeds. even o we didn't have the games exclusively. We have additional regional soccee.

And then where it's important in other territories, there are other sports than soccer that we do have some exclusive positions as well, specifically.
in haschall and there'll be Exira Innings package. Its important for our Venezueta and Puerto Rico markets,

We actually also have introduced this year the Strike Zome channel with a Spanish votce-over, something that clearly the competition can't
provide.
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NFL Sunday Ticket. This may be aiche in a lot of pars of Latin America, but it's fairly important in Mexico. And then we have a golf channel,
polo. a whole hst of other programming that is unigue 1o us.

We also do a far amount of programming that's not sport related, mure general entertainment. In many cases we carTy that programming on our
awn generul entertainment channels. Ivs called OnDirecTV on the DirecTV platform. Mexico has it, it's called Sky One.

But it's voncerts, events, hOXINE events, Cf celera, somelimes we put on or we just get €cclusive coverage of, that is provided to our consumer
base. Soagain, it's a very rich programming offering.

On the side of Jeveraging scale. as | mentioned. one of things we bring to the 1able when you're talking to the programmers is four million
subscribers.

There isn't anybody else in Latin America that can do that. And when we're speaking 10 the major programmer providers, you're typically talking
o the same guy who sells programming for the entire region.

S0 it's not about having to go to different parts of the company 1o try and create the leverage with one person.

And then the last couple of years we've renegotiated deals with Disney. Viacom, Claxon. ESPN, Tumer, Discovery, and HBG and in tach case
been able to get absolute prive reductions in addition to additional prozrammers.

So we have succeeded n using that leverage pretty much agross thy board.

Furthermore, we're able to leverage the Direc TV U1LS. where we can probably more - not so much in programming. although it helps a bit in
Puerto Raco - really more in the area of production where we're able to. for example | mentioned the Strike Zone, We'te just taking a service
that’s been created for the LS., porting it over to latin America with a very modest investment in voice-over, creating some (inaudible} very
unigue for the market

Where possible we also wry and share services. 1100k you through 4 dile bit of our broadcast operations where we share those five centers.

On the call center side we recently opened up a call center i Bogot, which serves not only Columbia but actually Puerto Rico.

Puerto Rice 15 not a great market for -- the employment market was nol that attractive, so we were able 1o climinate basically the {20 call center
headiount that we had in Puenio Rico, which were highty paid and highly -- with a high turnover, for more locally paid Columbians who provide
excellent service, excellent siandards, We've had absolutely ne complaints and very low tumover,

S ir's a model that we will then look to replicate around the region and we may be using that center for Argentina as well.

IT networks are all shared, We acroally operate those largely out of Brazil where there's particular expertise in this arena. And our ¢reative
services and production is alse something that we share across the region,

On the technical side |ihink te real leverage there and the seale economies come not only just fiom our regional scale, but also very much from
our relationship with Direc TV ULS.

And tor cxample, we have - une of the main strategics that we've done on the techmedl side since sort of the recreating DireeTV Lalin America
is 0 whign the technologies between Direc |V Latin America and Direc TV U5,

Prior 10 my getting mvolved and our getting mvolved, DirecTV - even Direc TV Latin Amenca and DirecTV US. were on different platforms,
lechnucal platforms. Net surpnising to find that Sky was alse on even a third platform.

So we spent a fair amount of effort now te try and align the technologies. So the first and easiest one 1 do was the PanAmericana and the slide
that vou see here sort of reflects the kind of cost savings (hat we've heen abig 1o achieve by aligning hehind Direc TV U5,

There 15 stll a little bit af a vost difference between what we pay for, for example this here is a chart on the basic box, what we pay compared to
the U.S. But thal's because we actuaily require the manufacturer to make it cither in Mexico ur Bracil,
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And by doing 50, the small incremental cost that we incur by doing so is more than offset by the savings that we get from import duties.

And because of cither treaties between the countnes or because it's made in Brazil for the purpose of Brazil or in Mexico for the purpose of
Mexico, we avoid a lot of impont duties for a relatively small cost differential.

And as | said, we're really working pretty hard to ry and get everybody on the same roadmap. | would -- this is really more a schematic, but as 1
mentoned. we've come yuite afar -- quite far in the PanAmcricana side in terms of aligning the basic box and the DVR.

We're already - we've already introduced the - hasically the U.S. DVR into PanAmericana and Jacopo will talk about that. And the HD DVR
will be varly neat year for PanAmericana.

Sky lags a little bit behind because we had just a littie farther point to come from. But nevertheless, we'll et there pretty much by the end of next
year or early '09. So we've made a lovof progress.

And ultimatety for us T think the benefit is not Just the cost. but it's really the revenue potential. In other words, what it allows us to do is to
introduce a product a1 the same time that it's introduced 1n the U.S , if we choose to, with the same feature set, same functionality, et cetera, that is

pustnot - that our cable competition just cannot possibly of fer.

They just don't have the level of saphistication. they don't have the scale Lo justify the investment, and so we really are sort of al least a generation
it pot two gencratons shead of where they are or where they will be as they sort of try and get their way down this technolegy roadmap as well.

And 5o [ think it really does crcate a bartier in terms of between us and the competition m terms of what we can offer on the programming side.

Chase talked a hatle bit about the competitive situation. T do think that there 15 a difference between Latin Amernica and the U.S. It's easy. | think,
10 wanl 10 ai ieast draw analogies, but | think here 1 would caution you from doing that.

The cable industry his heen in disarray for a long time. [ would say it is now stabilized.

You are starting o see some investment gong in. particularly 1 would say Argentina, Brazil and Mexico, whete there are some fairly deep
poukets tat are digitizing their networks there.

But it 15 stitl largely an analog universe. And in many cases our competitors can't even offer tiers, they can't offer premium services.

it creates problems at times. We occasionally have issues with piracy, not on our side but because it's so ¢asy to pirate cable a lot of people don't
want 1o pay for pay TV,

But in general. the product that we compele against is just -- is not at ali comparable.

There are some new cnlrants. 1 would say probably Telmex and Telefenica are the two that are the most -- have heen the biggest players. But
inicrestingly what they're doing is they're investing in cable as oppuosed to 1alking about doing IPTV.

So | think it will be a battle between us and cable, but | don't think they' Ik have that casy a time of it. 1t is a fragmented market,

The nature of the plant is old. the nature of even going around and digging up the streets in some of these places is not that easy. and so it's going
tor be choppy and not the kind of -- not the kind of thing that's going to change overraght, no matter how much money 15 put hehind 1t

But that's noi to say that we are nave about where the compeution 15 going and what may happen. So 1 fully expect that many of these cable
compan:es will be more aggressive about offering the hundle in the future, although it clearly tags the U.S. today.

So we're already - 1Cs putting 1ogether alliances between major telco companies and ourselves in order to offer a bundled product. It's very early.
The numbers are oot mearungful at this stage. Most of these deals were done probabily late last year or eartier even this year.

But in a fow of the territorics that are listed there we've stanted to put some of this together, And 1 think as we discovered in the U S, these will
take a while to really get going and become major vontributors.
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Bul by the tme: we've ligured it out and get it wirking, it will be wel before | think the cable guys really et their act together on the bundles. So
[ do belicve we're very well positioned.

That completes my comments for this section. I'm now going ta turm it over to Bappy, who will give vou a little hit more detajled discussion
about Brazil

[VIDEOQ PLAY ING]

Luiz Eduardo Baptista - DirecTV - General Manager - SKY Brazl

S0 morning, everybody, I'm Luiz Eduardo Baptista, General Manager of Sky Brazil. It's a pleasure to be here with you introducing you to ligures
about Brazilian operation,

First of all. 1 would hke to provide you a bit of a sense of the country. Brazil is a large country with |90 miliion inhabitants with 50 mitlion TV
households. Pay TV in Brazil is recent business. There are 15 years that this business was implementcd in Brazil.

And because ol several differert reasons. the penetration is stll low, as already mentioned. In fact. it is the lowest in all of our Latin America
operations. is 9%

It's alse important to provide 10 you information about the country because in the last five years Brazil became much more stable than ever.
Inflation 1s around 3%. Socia. 1ssues has been treated accordingly.

And we da expect that the [muddie] class will have opportunities to assess other markets

And as you know, middle class in Latin America really huge. So we do envision in ths coming few vears large opportunities for pay TV in

particular.

W control 9% of the digital subs in Brazil (inaudible - highly accented language). In fact, we do have {inaudible - highly accented language)
everything already mentioned by Bruce here in the upcoming three years without having to invest additiona) CapEx 10 provide these scrvices.

Cable has 10% of the digtal services amd in the overall market we have approximately one-third of this market share.
Our sirategy, already mentiened by Bruce here, at's pretty much the same as in ULS., is to enhance the best TV experience.

W are positioning ourselves us the TV specialisty n country and 1 would like to add up one impuortant change that we did recently in the light of
the merger between Sky and DirecTV.

Sky used to operate under a sales model and s a result of that, until September, Oclober last year we used to charge something like $150, $170 in
terms of hookup fees.

By changing everything into a lease model and taking advantage of the (inaudible - highly accented language) efforis in terms of reduction of
CapEx costs. we were able to move everything into 2 leasing model and you see the results in werms of -- the recent results in terms of sales that

we're expericneing now,

T terms of programming, we offer the very best possible programming. We do have specifics in country, such as Globo content. Globo conent
Tor pay TV 15 realty important. And we do have all the possible Globo content available.

We have also alt the rights, as already mentioned by Bruce, Jor sports, especially soccer, which is the most imporiant sports in country.

And recentty we stanted 10 develop partnership with -- 1o pvide broadhand services with telco companies. We are in the early stages. We've
been working with them for the last two months.

We are stfi making operational adjustments, but we do envision a possibility of pumping up sales in 16% 10 1 5% range in the upcoming quarters
as a result of these partnerships.
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[n terms of service, despite the fact already mentioned here that we are finalizing the migration and integration hetween the twao platforms that we
witl expect 1o end by July this year, we are sull providing a great service in Brazil.

So this 18 good news for us because when you arc integrating, migrating customers and facing competition, sometimes you don't pay that much
attentivn 10 service. But we are very proud 1o say. as you already heard here, that we were five times in a row winner of the Brazilian version of
America J.D. Power.

S0 we are really serving customers weil and a result of that we are managing the company at 1.3% chum on a monthly basis level.

I tems of technology. that's basically what you already heard here. There are small differences between the platform in Brazil, Mexico and
PanAmericana and L1.5.. So that gap has been reduced every quarter and we do expect to find full alignment during '08.

Just talk a tittle bit about sports | don't want 10 [spend] that much here. We do have all the games related to the Braziltan Soccer Championship.

I's a lomg season, 1's cight month season, and on the 1op of that you have three other months for regional championships. We do have the right
for all of them.

And one umpertant issue here is that despite the fact that there are competiters showing games, we are the only ones that can show all the games
simultancously whercver -- despite the fact where you are in country

In terms of other sperts, we do have interest also in other sports in Brazil. but that's not a big interest. such as in soccer. Bat we do have niche
programs such as golf

Ooil 15 deang 2 lotin Brazil, We did agreements with ESPM and ESPN Brazil and together with the content, the intemational content that they
bring to vur platform, as mentioned by Bruce, we can see all the great Brazilian players world-wide, regardless where they are, we can waich
them or hecause we do have the rights or because we do have the channels that have these nghis,

In terms of non sport wn progranuning, we have local content,

As | told you, Glabe is by far the most important content provider in country in terms of broadcasting and also in terms of pay TV. So they did a
grzat Job in the last year. They helped this business to grow,

And six of the op 10 audence ratings for pay TV are channels related to Gicbo. So we do have all of them.

We also have other pay per view events and we added the shows like Big Brother. The last version was a huge success. Despite the fact that we
are in the seventh version, we were able to grow 439 on the top of what we did of the very best year previous.

So we do have adult content alse to complete our a la carte offer.
Qur customer proposition s based on the following

We have twe basic tiess, the basic onc and the extended basic one, so you can enter the system acquiring both of them. The (inaudible - highly
aweented Janguage) -- the first Gnaudible - highly secented language) is like 342,

And sn combination of this bwo packages, you can acquire other a la carte services, such as pay per view movies, sports events, a bunch of ethnic
chaniels and some other offers.

And you can also have a sort of McDonald's propasal, which 1s you have combos up to one to five.

So if you acquire this combos. you are entitled to have additional discounts. And the higher the hookup, the higher the monthly fee that you're
goang 1o bring to our company. the lower would be the hookup.

Soaf you remind. as | told you a couple of minutes ago, we used to charge something like $100-something per sub in terms of hookup, by doing
this we were able to drup hookups from zero to $75 depending on what will be your commitment in terms of content, ARPU, and tum.

Thomsonr StreetEvents www.strestevents.com Contact Ms n

@ 2007 Thomson Finangial. Republished with permission. No part of this publication may be reproduted or transmitted in any form or by any means without the
prior written consent of Thomson Financial.

LMC I1.H.0000011




- FiNAL TRANSCRIPT

[ May, 24. 2007 / 7:00AM MY, DTV - DIRECTV Latin America investor Day

As aresult of that, we're able 1o get in the last six months something like $60. $61 in 1erms of sales ARPU.

Service infrastructure, |like 1o spend a intle hit more time here 10 erplain to you that we do have a different type of operation in Brazil because
sales and installation are done basically by the same company.

S0 wa dont see. at least in Brazil. salespeople complaining or blamirg installers or vice versa. 8o we have Brazii is a large country, is a spreaded
couniry, s¢ we have 280 distributors that allow the sales force (o get the equipment on time.

We have 140 district dealers. These guys manage a sort of micro regions. so these are the guys that controls the relationship with customers in
these micro regions and they are the only ones allowed to do technical services. not installations but 1echnical services.

And we also have |,.900 partners. These dre the smaller ones o a very. very long distance city where sometimes a technician confuses himself
with a partner, like the puy does everything on his own.

So these puys ate supposed 10 sell and to install, but not 10 weat the relationship with the customer when they do [give] them the technical
assistance.

Newadays we do an activation in up 1o four days. 100% of the sales ure pre-check, so the qualily of these subs are really good. And we were able
10 do something lke | million work orders per year with that structure.

{In the service side we have one call center. Two-thirds of that call center is outsource, ene-thind is conirolied by oursglves  And the reason here
15 simple; everything refated to intelligence, such as retention, negotiation, managmg traffic, managing procedures, everything that is about
mrelligence is controlled by Sky

And this 140 district dealers, as 1 todd you and | just explained o you, thesc are the guys (aking care of sechnical assistance.

50 we don't have these 1,900 guys dealing with technical assistance. only wath installation.

As a result of that structure. we won for five timwes -- five years in a rew the Brazilian version of 1.D. Power in our segment,

in terms of technology, as already mentioned by Chase and Bruce, the key 1ssue here is the alignmen? with DirecTV U5

We do have a different operational system. so iCs going 10 take us a litle bit more time to get 1o that fuil alignment. That, as I told you, will vceur
by the end of '08.

Bul we are doing 4 lot of thangs. The Lhings that we were able 1o do su far, we are doing and [implementing) such as the new standard set-lop box,
which 1s quite closer to the LS. version. Its called D12

Only in the last 12 months we got a 12% reduction in terms of costs in dollars based. if you consider that the Real appreciated something like
10% in the last 12 months, 50 1ts a hell of a gain, especially when we are trying to move from a sales role to a leasc role,

It provided us not only cheaper acquisition costs, but also to be more competitive in the local market.

And this box. of course each new version always brings new enhanced features, We also have a legacy at Sky of DVR version. That first DVR
lgunched three years ago, was faunched it a very early stage m Brazil

As you may know, to sell a DVR it takes some time to expiain, so niaybe the market wasn't that mature and we were not that able (o explam it
accordingly-

But wy Jeamed & lotin the Jast three years and we decided 1o replace 1hat version with a new telease in June this year. bringing software upgrades
pretty much sumilar 10 what we do have in the LS. and PanAmericana right now. hot net exactly the same version.
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And in order 10 get that forder] we made an alliance with a temporary supplicr, a South African company called [UEC], and we do expect o
count on therr $efvices up o the moment that we'll be able (o tully integrate the boxes in U5, and PanAmencana. And the main features arc
pretty much the same vnes that you are aware of here in U.5.

What afe our next steps in temms of technology?

As 1 wold you, high def and DVR set top box, we do envision that customers that we may 1arget with these products are pretty much the same in
Brazil. so probably we would keep the phase of launching one new DVR release and another HD box.

So probably going to go with the American version of this combined figures.

We do expect to faunch 10n Q3 '08. And we also expect to launch the new advanced program guide 1o be pretty much the same as you do have in
L8 acw with similar features also in Q3 8.

S0 we are preparing everything to get fully aligned with U.S. by the end of '08,

Tn terms of infrastructure, Tambore is the uplink center that we de have in Sao Paulo. It's 30 minutes away from Sao Paulo. IUs the largest
broadeast uplink center in Latin Amenca, It's the missien critical facility.

We do manage |(00% of Brazilian operations by Tambore from Tambore. We control 14 transponders serving Brazil right now, five transponders
serving PanAmencana. We marage the conditiunal aceess entirely from that lacility.

And we also serve as Latin America data hub because we serve SAP services for the entire region and technical support also for these countries.
Soit's technolugical center, not only a broadecast and uplink cenler.

Our satellite nowadays we have 204 channels serving Brazil with 14 transponders. There's going to be a new release i 2008, a new satellite.
That new satellite will enhance our capacity through {8 transponders comresponding 10 270 video channels.

S0 pust for you 10 make a correlation, 1o Jaunch a high definition channel you need ai least six videv channels. So if you compare, we going o
have space {or 1) additional HD feature channels by the end of 08,

We doubt that we're poing to have 10 HD channels fully served n Brazil at that time, but we will be ready if something like thai will happen.

In terms of key metrics, 1 really consider that 2007 is a big year for us. Sky Brazil nowadays as a result of the merger between DirecTV and Sky,
as mentioned by Chase, it was approved in late '06.

So we are finalizing the migration and intcgration right now. So the 2006 figures arc somehow masked hy it.

But o you do consider the number of subs that we ended up last year and because we arc still integrating the companices. it's quite surprising that
we were abic to profect growth this year in terms of sub days of more than | [%.

S despite the migration and the integration, we sucveeded not only in managed chumn. but also subscriber growth.

Of course this 360,000 cxpected new gross additions this year will come mostly because of the new strategy in terms of leasing and reducing
houokups.

So monthly chum lower than 15% a year, probably going down (o 14% in the upcoming (wo years

In terms of the metrics as a combination of currency appreciation and also new content that we were able to launch, we were able to make more
meney and 1o provide additional offers and new combos for cur subscribers.

S0 as a result of that, you can sec that there was a huge increase in terms of the ARPUL
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Ol course we don't expect tis type of growth or this type of plans in the upcoming three years, bt we are quite contident that we can do
somehow like $2 to $3 per year additionatly to this $33.

In lerms of sub acquisition cost. despite the Real appreciation of alrnost 109 in the last year, we were able to drop it from $389 to $365 and
probably, because of the additional scale [days| that we're gomg 10 have in the upcoming future, we will be able to reduce it even further,

And in terms of {pre-5AC] margins, we do expect to do 36%: this year and in the upcoming three years we do expect improvements like 2 points
simaudible  highly accented language) per year.

In the financials, net revenues around 3900 million this year. Operational profit before depreciation and amertization around $250 million. These
are our expectations loday

The CapEx. as you can see, mostly related to acquisition so the relationship is clear, eight 16 one. So we are mostly investing 1o acquire subs.

The infrastructure 15 pretiy much robust and we are confident that the current structure that we do have will be able o serve additional and
incremental subs in the next three years without additsonal CapEx or malterial CapEx here

4nd as a result of that, we were able 10 bring the - we do expect 1o bring the company this year 10 $180 million cash flow level
So that's it I'm going o hand it now to Javopo Braccw, Direc TV General Manager PanAmenicana.

[VIDEO PLAYING)

Jacopu Braceo - DirecTV - SVP & General Manager - DirecTV PanAmericana
Good morning. I'm geing to go straight to the market numbers,

S0 PanAmencana region has an estimated 130 nullion people, which is about 34 million homes. And the pay television macket is still relatively
underdeveloped. We have an approximate 30% penetration.

And 5o what we see is the economies grow, the purchasing power also grow, and effectively it provides millions of other additional houscholds
the vpportunity t enter the pay television market.

So i fact we have been seeing in the last  in the last few years an increasc and actuaily a strong demand for pay television services. And
obviously people ane looking for choice, quality and variety.

Sowhat we do is we believe we have the best product and theretore we're well positioned to actually take advantage of thas growth.
S0 with respect to competition, our compelition is quite intense. There are plenty of duai and miple play offering, broadband and telephony.

There are some operators that offer bounties, so just like in the U.S. for Direc TV subscribers willing to switch to their service. I also speaks o
the quality of out subscriber hase

There's a prevalence of cuble overbuild in the main urban markets, as well as a pretty broad phenomenon of piracy and informality, which makes

prive competiion aggressive

However, al the same time the industry is really undergoing a rapid transformation in lwo fronts. | think we heard afready about the digitatization

uf the cable networks,

Many of them are deing that and this gives us an opportunity as this is really poing to reduce piracy over the long-term, forcing these gray
markets houschotds to shop for legitimate service, And some of these are likely to choose DirecTV,

L
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Now, 1o give you an idea of the size of the informal market, there aren't obviously any official statistics, but the -- in Columbia the National
Commission of Television, which is the regulator, has estimated that perhaps over three million homes wday receive some form of pay television
service that 15 not reported.

On the nther hand, the mdustry, parucularly cable. 15 rapidly consohdaung.

And what's really driving that 15 their interest in the (elecommunications services, hroadband and telephony.

in Argentina, for example, the regulators are revealing the merger of Cablevision and Multicanal, which, if approved, would form the second
largest pay lelevision company in the region with twe and a half million subseribers, only behind obviously DirecTV and Sky.

In Cotumbia. Telmex has announced several cable acquisitions, which, if approved. would give them a 50% market share of the reported market -
- uf the reported market

And just 12 menths ago they were not present in the pay TV market in Columbia. And finally, 1 think it's worth mentioning Telefonica, who has
been moving quite aggressively in the last 12 months.

They have baunched a DTH platform, It is operational 1oday wn Chile, Peru and Columbia. They've also announced plans for IPTV, but obviously
thev are now concentraied on the satellite platform.

So consolidalion also brngs us an opportunity as agan helps formahze and stimulate the market and stimulate more desnand. And we should not
forget that they're busy actually building their telecommunication nfrastructure.

S finally, as we look al broadband in the PanAmericana region, we have about four million hemes that -- actually four milhon broadband homes
and about a third are served by cable.

DSL and telcos really dominate the market currently, which also give us another opportunity for growth through our alliances with the DSL
parmers we have in Chule. Columbia, Puerto Rico and Argenlina.

With respect (o strategy, in the past three years, and it's still our main objective, is (0 grow profitably.

How we do that, again, we concentrate, as we have heard already a couple of times, service, content and technology. But really, perhaps the
unigue thing abuut PanAmericana 1s that we really concentrate on many different markets.

And wo do that with equal intensity. And to do that we have really built very strong iocal organizations that can really adapt our product to the
lowal market conditions,

So it hecomes even more mportant for us o really seek efficiencies and synergies and we do that again through the synergies within
PanAmericana itself and with Sky Brazil. Sky Mexico and also DirecTV U.S.

W also put in place an appropriate, [ think, incentive and accountability system that really aligns all of the interests of all this management team.
Then oft the marketing side we really take advantage of the power of DirecTV brand. It is really our product.

Cur brand 1s really perceived and recognized as the best pay ‘elevision preduct in the region. If's very aspiration; it's really the product everybody
would like to have.

S0 a couple of years back [ was in Pery before the launch that we did and in a conversation with a cab driver, he knew that DirecTV had hundreds
of channels and was really this great product, even though we had asever been in Peru

And we lnally faunched March last year.

So finally. hecause of tat, ieatly our ability 1 succeed. that is really about fitting the right product to the right customer.
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50 we have a scgmentation strategy which really is about offering many ditferent products at very different price pownts, cach of them with an
attractive financial retumn for the company.
And then we also have o sustain our brand leadership to again content, service and technolegy.

S0 the content area, sports fiest, obvicusly.

What we de is really we have a lower market share in our market than Sky Brazil and Mexice, so we really work together with our free 1o air
broadeast partners as well as third party channels.

But then we also create and differentiate our offering to teally complement and really etrich our offeting, make it unigue. So we create the
destination for soccer fans. which obviously is the main sport in Latin America.

It's called Foarball Total, I has started, as Bruce was mentioning, with the World Cup. soccer World Cup in 2006.

So whal we had was a nine month lead-in to the Cup with a channel 24 hour wholly dedicated 1o the event where we had the qualifying rounds,
we had previous World Cup games, we have produced shows,

And then during the event we were the oniy place where you cnuld see all the games live and also we were, for the first timce in Latin America,
we broadcast all games in 16xY format so we could -- that's the wide screen, which really starting to - which we're really starting to see a grow of
the flat panel televigion in Latin America.

Omnce the World Cup was over we were able to secure, apain with Sky Brazil and Mcxico, he rights for the Spanish League.

and as Bruce and Bappy have mentioned before, this is the premier soccer championship in the world. So many Latin players, Latin American
players in that league. So we have all games.

And we do again highlight some other shows that we produce and make it exclusive to Dicec TV subscribers.

We also have a bonus coverage of the English premier league. It's also a very high quality, also provides us a showcase for our wide screen

SErvices.

And finally. again, Foothall Tozal today has plenty of shows and you have again a demw of our services, There's plenty of our own produced
shows with highlights, pre game shows, halftime. et cetera,

And other exclusive sports, we have the goff channel. which is exclusive to s, It serves a small yet very important [A&B] demographics.
Busehall is very important in PanAmericana. It is the national sport in Pucrto Rico and Venezuela,

It's very strong in Cojumbia. So we take advantage of the Extra Innings package and we aiso take advantage of the Strike Zone channel, which is
aur -+ been extremely popular in buth markets. We do the Spanish narration of many of these games in the Strike Zone channel.

An cxample of how synergies go both ways, we actually make thal Spnish narration available both to Mexico as well as in DirecTV U 5.
We finally have some other niche sports. Well, the NFL Sunday Ticket, which all of the Americans ex-pat subscribe to,

And we also are launching a reduced version of what DirecTV U.S. has here, the DirecTV NASCAR Hot Pass. We're taking advantage of the
popularity of the Columbian racecar driver Pablo Montova.

OQutside of sports we really have the most cemplete intemational lineup of programming aad those are the brands that you're well famihar here in
the US. and they have very strong presence in Latia America.

But we also carry on the sateliite the most important 'ocal and national channels, really giving us the most high end and cosmopolitan fiair of all

operators.
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Then we have our showcase, which is OnDirecTV - you saw a Iittle bit the clip earlier. OnDirecTV 15 a channel we use 10 really promote
DirecTV 10 our subscribers and it's obviously exclusive to us. It features the best in the music scene, has concerts.

well, I'm sure you're all famihar with the Reggae] king, Mr. Donald Marr]. I guess mayhe not. But we have other people like Pink Floyd. So
anyway, we really serve different andiences through our music series.

We also use it to promote the wealth of programming of DirecTV. S0 vur third panty channel partners, they come 10 us and they want to showcase
thetr up and coming semes around DirecTV first, so we have countless marathons. exclusive previews and the like.

And things like we had the preview in the region for Rome. 24, we have -- every year we have marathons, The Sopranos and shows like that that
are alse very popular in Latin America.

Ard Tinally, we complement with our own productions. which do fairly well. We have 4 rating system. We're able 10 see how they're doing.

And segments such as Update999 and OnHollywoud, really talking aboul the enlertainment world in a lun and exciling way and really making
people part of the DirecTV cxperience.

Finally. a couple of other things. Well, we have a very rich offering of audio channels, aiso of focal radio stations that we broadcast through the
satellie. They are all in digital quatity. making it very atlractive [ur subscribers.

And lastty we also recently Jaunched a segment for soap opera fans, Of course soap operas are very popular. It's called I¥ Novela,
So. custemer proposition, of course every single market has thew own different commercial proposition

Sa i1 ss really adapted to each market, but what really distinguishes or what really makes it a common ground everywhere is that we have a really
broad range of prices and products

To give you an idea, our monthly prices ro consumers. currently they vary, that's for a single box configuration and this is for our general service,
anywhere From between $21 per month to $93. And (0 join customers will pay op 1o $100 up front, depending on the promotion and the country,

to Join Direc TV,

Now. if we use the packages which we recently introduced in Columbia just in Navernber last year, 1 think we can illustrate the point a little
better. So the most basic package is called the Flex.

it's really close to the hean of our packaging stratcgy. It's about the flexibility and about giving the customer the ability to buiid the programming
as they want,

So Flexi is a small basic service a1 $23. Then customers al the $35 price pomt can choose from any of three different basic packages tailored 10
Jifferent mterests, so family, movies, news, et celera,

Finally, there's the Preferential package, which is realky all of the - if's our richest basic package.
On top of any of those five packages people can buy any of our very rich premium service offerings.

You see some of the brands there which you're familiar obviously, our HBO, the other - Movie City, which is our movie -- which is another
movie service available in Latin Amenca.

And those premium services are prced anywhere between 36 and $17, so really that's -- really allows people to find their own niche,

Our stralegy s W over time upgrade people to higher consumption ticss. And we really incentivize that but we don't push it 1o hard because we
wiant people to tind their comfort zone, their comfort consumption zone, and really stay in our base and really allow us to grow faster.

So an cxample of these incentives, we spoke about the Spanish League.

The Spanish League is avatlable, as you see, as a premium scrvice, but it is only as a premium service for Flexi plan subscribers,
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So it you're a Preferential subscrber, that is included. So we basically help magrate customers up in thal packaging structure.
As we mentioned already before, we launched Direc TV Plus, our - o us, DirecTV Plus is really a product targeting the A&B demographics.

Ths are the prime demographics in Latn America. very high purchasing power. very lgh consumption. tut also it is a scgment that is highly
penetrated. So the way we've introduced this product it is really a service. It 15 not a technology.

So our prices there, our DirecTV Plus customers, they have included in their packaging some premium programming. in some casgs both movie -
- premium movie services are ncluded, the HBO and Movie City.

W gtve them VIP customer service, a special phone line and white glove type installation and in-house service. And of course we include our
DVR technology 10 those subscribers.

They also have less limitations in getting additional boxes for the home. We do push that service as well a lot on this segment.
Now, as you can st from these prices, the up front fees are substantially higher than for oar general service.

They range anywhere trom $30 w0 $260 up-front. And on a monthly basis the packages start at $45. so more than twice what our general service
starts.

So what we'te doing, we're aggressively marketing DirecTV Plus and our objective is really (o 1ry 10 get to a 5% penctration in the first 12 months
of vperaton,

And we have a month and a half and we are really pleased with where we are at this point.

Now. 1o really - - an the other side of the demographic spectium we have recently lannched, and this is in Veneruela alone, it's a pre-paid service.
So how does 1 work?

M is - we're agt as familiar in the U.S. with prepaid cell phone service, bt 11's very prevalent in Latin America. It's a pay-as-you-po product.
Y ou hasically add cash 10 your Direc TV account using any of these prepaid phone cards and dialing into our TVR, giving the code.

So basically hulding credit into your account. And then the service remains active, every day the balance 5 reduced, and when you finally reach
a Zero, the service amomatically disconnects.

S what happens is this product we actually Jo not lease the equipmest. We sell it. And the installation -- and we do not provide instaliation.
So customers get that from third parties. Typically the retail stores that will distribute this will help or they will self-install.
Ir's very attractive tor a very large segment of the population that really lives and works in this cash cconomy, very swong in Latin America.

They typically do poi have a hank or banking relauonship, definitely not a credit card, and really are concerned with making any type of long
term commitments

Give vou a scale of the oppenunity, in Venezuela alone there are 15 million pre-paid cell phone lines active 1oday and there are only one millicn
users who actually have a cell phone contract. So a relationship 15 w0

So in nur offering in Venezuela. our up-front fee. again that includes the box and the satcllite instaliation kit, its $115.

There's a very small package of only the broadeast networks, whick niay be interesting for somebody living in a rural area and no access to a tree
w0 air service. Its $5 per mouth, which is really a satethite connection charge, and then the basic package of $27.

On top of that, peoply van actuaily buy pay per view and our pay per view offering includes obviously baseball, the Liga Espanola, adult and pay

PET VIEW MOVICS,
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If we're happy with the results of this product in Venczuela, we have now -- we launched it in June -- September, September of last year, we will
begin deploying it in other areas.

Survice, I'm not going to spend oo mach time on it uther than o say we really have the leadership position prey much in all markes.
What I'd really like 10 make a point is really --service 1s really a precess of continuous improvement.
As the company grows and it grows fast and as our competitors also improve, we need (o stay ahead of the competition.

S how do we achicve that? Again, because we operate in several markets, we have the opportunity to benchmark every single operation and
really find the best pracices.

We end up obviously finding them in some specific geography in Latin America in one of the various operations.
Whes i's identified, we then roll it out to pretty much everywhere. And we have the organization capable of doing that.

S 1o give you an example, just recently our Argentine operations have begun a process called Latin Express, which is basically a new technical
visit proCess of organization.

[t aliows cffective in the main cities of Argentina to drop the average tme to wait for a visit from three days 1o less than a day.
You basically have trucks in the city and they are able to do 90% of the -- to cover 90% of our service needs.
We also have, and Bruce has mentioned that, we have not one but two Pan-regional call centers in Argentina and Columbia.

The Argentine call center covers Peru and Uruguay as well as Argentina, And our Columbia call center, which is very new, has begun operating
service 1 Puerio Rico.

We will soon expand that w serve other markets as well. Wilh this, it’s really not only an issue of efficiency, it's also an issue of improving the
uality of the customer expenience

We have, as Brace was mentioning, a very good service culture in Columbia. very kbow tumover. And so we really have improved our service in
Puerto Rico wemendously in the last few months.

Technology. Now, technology, should not be apologetic. You heard it already. But [ think we very much boast the best technology in pay
television nowhere -- none of vur competitors are anywhere close 1o where we are today.

So first of all, we have this same technology as DirecTV U S. has today in the U.S. market, which means it is the most advanced not only for
Latin America. it's probahly the most advanced in the whole world. And it is immediately available in Latin Amenca, so directly.

W arc just a few months behind now with DirecTV U.S. and we are bridging the gap of that adaptation time. Our hardware is cxactly the same
as Dhree TV ULS

But secondty, and ] think it's very important to reiterate this, the attributes that have made us successful until now are still valid,

So the digual geality. image and sound, the duai audic and electronic subtitles, the advanced program guide. the widescreen, 16x9 transmissions,
which can make available to all of our universe of hoxes, including those that were deployed many vears ago, and also we have a very friendly
channel rumbering where we group all of the channels according to area of interest. so that if you're fooking at news or world {stuff], you can just
surf up and down a few channels and pretty much find ail that's your interest.

On top of 1hat we have a rich interactive television offering. For those of you again who are familiar with DirecTV LS., you probably see what
we offer is not very different.
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S0 1n the US. we have the NFL Sunday Ticket with 10 - a screen with eight games and inleractive statistics. Well, we do that same thing for
soceer. for Spanish soceer, for the World Cup we did that.

We have interactive statistics on baseball and we'll soon have again e NASCAR Hot Pass.

We're also going 10 be launching this year the interactive ganung applications that the LS. has also launched recenily and we think that's very
mieresting partieudarly m Latin America,

And we think it's a particularly good opportunity for the lower priced packages.
Obviously there are many households who do not have gaming lounges wr those markets and can really 1ake advantage of these services,

But really what 1 think I'm really pleased at is we really have these new developments and we have many other developments coming in the very
short-term thal are going 1o even strengthen our position,

We have, | think, as 1 menuoned, [maich lvad| now and | think what we will have s a sustainable cumpetitive advantage because as Direc TV
U8, keeps on investing very rapidly and really leading pay television here, and that will make it available in Latin America, it will make a very

powerful product.

So we've launched the DVR in 07, The reception has been impressive. The customer research is really at levels that are unprecedented for us.
And we oxpect. just as in US| an acceleration of demand for that product.

Obviously 1oday there is still a price barrier up front and we can regulate that to achicve our targets.

We'll further enhance the DirecTV product this year in the niddle of this year with this interactive application called Cantelera DirecTV Plus.
What 1t 15, it's video on demand-hike product. IUis an interactive video hibrary.

$o cach week in our many channels we have over 2.000 movies being broadeast. So and it's a lot more than most peaple can really have the
patience o kook for or the mterest in watching.

So what Cartelera docs is really categorize, simplify your search among this very large selection of movies and make it really available for
everyone 1o build their own on Jemand library on theit own DVR. We're launching that in August and it'll be a key feature of our marketing.

Finaliy and probably one of the most exciting developments at this peint, thanks to the consolidation of our satellite fieet and the final transitions
of post merger in Brazil, we're going w be able 0 expand the capacity of DirecTY PanAmericana by about 25%.

S0 that will alfow us (o add additional tocal channels and afsa to taanich high definition scrvice in 2008,

So. | wanted to share with you, this is our growth in the last throe years. We have seen this growth accelerating, but at a compounded annual
growth of 5% . really reflecting the many changes we've put into plac: and also the market demand for the service.

S0, going 1 metrics, we sold 430,000 new systems Jast year. We expect that 10 increase this year al approximately 530.000.

Our chum, we're expecting it to go down a bit. It 15 typically negatively impacted by the growth as in PanAmericana. The chum rate in the first
year of service is higher than the average chum rate for the base.

Ses with this chum figure and the starting poind, we are expecting 1o reach 1,560,000 subscribers. that's obviously an approximate figure at this
point. which represents a growth of over 20%.

Our ARPUs and pre-SAC margins we're really workiag to and our objective 1s te maintain them {inaudible - audio gap) high growih.

As | was menuoming o you, the subseribers. they tend Lo enter at the lower price packages, as over ime they tend to upgrade i their prce
structure. So with the rapid growth they tend to depreciate our ARPUSs and margins.
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And we offset again that by the upgrade efforts, by price increases that are in the recent past and we expect also in the near future. Price increases
should exceed the  any effects of foreign exchange fluctuations.

And also we are now able to do cur push into higher margin. higher ARPU segment with our DirecTV Plus service.

So our total revenues {or the year should be in 2007 approximately $720 milhion and our cash flow before interest and taxes a positive $30
million. Cash flow number obviously clearly impacted by the investment on growth.

And in addition. | think it's worth mentoning there's an impact due to the consolidation of the satellite and the uplink services. So this increases
our satellite costs. Our satellite costs are actually above the gnideline,

And also our CapEx. the increasing CapEx on non-SAC related i3 mostly related to the fact that our broadceast center is now fully allocated 10
Direc TV PanAmericana, st 1s not an murcasing cost at the Thirec TV Lann America level.

It is just a different allocation and the fact that we are increasing again that 25% capacity | mentioned earlier.

So with this, I have concluded. | think 'm going to -- 1 think Jon is coming up, so thank you very much,

Jon Robin - DirecTV - VP - IR
Were just going ta -- we're just going to take a shon 10 or 15 minute break,

So [ encourage everyone there's the PanAmericana service right outside, so please feel free to check 1t out and we'll be back in about 10 or 13
minutes.

|BREAK]

PRESENTATION

Okay, we would really appreciate if everyone could come hack 1o thewr seats so we could get started. And I'd like to introduce Alex Penna,
General Manager of’ Sky Mexico.

IVIDEO PLAY ING|

Alex Penna - DirecTV - General Manager - Sky Mexico

Helle, good moming, everyone. I'm Alex Penna, CEO of Sky Mexico. Gne of the benefus of heing the last one 1o present is that 1 believe 1 can,
if I'm covering wery much the same subject, | can be shorter in my presentation, so that's what I'm going o try to do. Let's move on.

Mexico City. Mexico as a country has over |00 million inhabitants with more than 22 million TV households.
The pay TV penetration in Mexico, it's about 27%, of which Sky Mexica has 25% of this market, which tolals over six million TV households.
In terms of 10tal subscnbers, Sky has of December of last year exceeded 1.4 nullion subscribers.

And competition in Mexico in the pay TV industry 15 very lragmented because the cable TV systems have more than 600 companies operating
throughout the couniry. So{Us very fragmented.
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But shere n this shde vou van see the major competitars we lace from the cable TV companies, which are Megacahie with more than 900,000
subscribers. Cablemas with a similar number, [Multivision], MVS, which is [MMDS Systems], with close to 700,000 subscribers, Cablevision
with -~ which is also a subsidiary of Grupo Televisa, with 500,000 subscribers. and over 1.6 million subscribers spread out among the other 600
cable TV systems that operate in Mexico.

I rerms of broadband subscnibers, there are close 1o 2.8 million in Mexivo and the cable industry provides brpadband services jo approximately
25% of this universe.

Our strategy is very unique to the other platforms, as you can see. We rely upon three -- the very same three kegs of the other plaiforms. We have
emphasized throughout the vears having exclusive content to our offering.

We belivve that we provide a pretty good client service, particularly ¢ >mpared to the competition of the cable companics operating in Mexico and
also technotogy s pretty much a differentiator for us.

Similar 10 the other platforms, hut I would say even stronger than (e Sky Brazil and DirecTV PanAmericana, Sky has always relied upon in
Mexico to the exclusive content that was originally provided by Grupe Televisa,

We have over the last six or seven years counted on over 20%: of ali the Mexican soccer league games in Mexico on an exclusive basis and, as
Bruce pointed out earlier, we in addition to that have the right o block the signal in various cities throughout the country when the local team

plays.

S0 in addition w the exclusivity of the games, we have those blackout rights. which has cbviously helped us throughout the ycars to add
subscribers because of (he high Tevel of interest in soceer in the country.

In addition te that, in 2006 we were the only television sysiem in Mexico to have more than 50% of the World Cup games on an exclusive basis.
And as you're going to see later when 1 show the numbers. that also helped to [boost] our sales i 2006 in a significant manner.

Liga Espanola, we also have on an exclusive basis different from what the PanAmericana and SKY Brazil did, which they sublicensed the part of
the games 10 ESPN. We in Mexico ave kept the whole league games.

And that has also been a very successful project Yor us. MLB Exira Innings, NFL Sunday Ticket, hoxing fights, all those have been important.

The last three, MLB, NFL. and boxing fights, we offer 10 our subscriber base on a pay per view basis. And year aller year, we have been able to
sell mure pay per views based on that content.

Non-sparts exclusive programming, we have had a tradition of showing 24-by-seven reality shows in multi-channels 1 our system in Mexico.

Big Brother, Confianza Civga, and El Bar, thosc are examples of those reality shows that ‘we have successfully leveraged to achieve further sales
and new subscribers in Mexico.

SKY ONE is a new channel that we launched about ton months ago. The initial purpose was o include programming from Groupa Televisa aiso
o a 24-by-seven hasis. All the reality shows produced by Groupa Tek:visa.

And on June 15th, we're going to be relaunching this channel with a variety of programming content in there, some of them provided by Direc TV
s

4nd we also offer on an exclusive basis a number of concerts and viher events, like the ones you can see Lere.

Our customer proposition has 1o do with aggressive promotions focused on hook-up fees and multiple set-top hoxes as well as incentivating the

credit card as the preferred Form of payment.

Based on expericnce, those subscribers who provide their credit cards tor automatic charges in there have better credit history than the other form

uf payments. being those debit cards or cash.
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We also consistently offer direct promotions against the cable eperators in Mexico, offering new subscribers that come and show that they used 1o
be a cable subscriber. we offer centain facilitics and certain promotions to atract them, On that pie, you can see how it's conformed our subscriber
base,

More than 50% of owr subs are 1 the fun package. only 23% in the basic package, and then the premium package the balance.

in 1erms of service infrastructure. you can see there we operate sales and installation through nine master wholesales and 17 direct sales offices of
SKY Mexico. From there, we have over 1,600 dealers, which translates into over 3,300 points of sale.

We also handle ia-house direct sale, like telemarketing in and oul. internet. MDUSs for building installations of SKY and buildings in Mexico
City, and also we have peints of sales,

Installations on average tuke us twe days o do it And we do so using oue workforce of instailers, over 3,300.
And in addition, we also, just e give you an idea of the magnitude of our operation, we handle over 1 million work orders on an annual basis,

We do have an in-house call center, which handles over 750 mcoming monthly contacts, most of them by phone. We have had a service level
around 94% .

The difference is the level of abandoned calls or calls that we can't handle. And we also handle a large number of emails daily, which 98% of
them we answer within 12 hours,

In terms of techoology. [ thiak all bas been said. We have our technology which 1s exactly the same as SKY Bravii.
As Doug mentioned, we are in the process of aligning our technology 1o DirecTV U5,

And that is going to lake the toadmap that was prescnted by Bruce over here. In addition to that, we have handled interactive features, provided
that o> our subscriber base.

During the last World Cup. we offered mults cameras. Transmission was a very big success in Mexico, also stats on the screen.
And we also recently refaunched a game suise pretty much for kids, despite the fact there are some adults that also like to play that.
Our programming packages offer. as you can see there, we handle five packages, ranging from 527, the cheapest, up to $63.

Al of them offer 30 audio channels. And in terms ot video channels, the range begins at 77 and goes all the way up to 137.

The only other comment that's relevant there is that with remote in terms of TV advertisement and at the point of sales {rom the front upwards
and the basic package, we pretty much do not promote, just offer at the point of sale.

We have 12 mosaics, casy to find all the programming by genre. W have developed those mosaics in Mexico And they are highly appreciated
hy vur subscriber basce

Dilferent from the other Latin America platforms, we do have a magazine in Mexico that we sell to our subscribe base. And we currenily have
Close (o 400,000 units sold per month.

Beligve it or not. this is the sccond largest monthly magazine 1n Mexico, generates $10 rillion of annual revenues and provides us with over 50%
margin on that linc of busmess.

In terms of key metrics, as you can sce, in 20015, we had record gross additions of 447 000 subscribers

But that number fakes info account, { would say. B0.000 or so subscribers that migrated from the DirceTY Mexico platform 1o SKY. Monthly
chum is abow 1.2% net additions of 250,000
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And in 2006, which was the year of the World Cup, we were able to add 380,000 subscribers, which was also a record in the 10-year history of
SKY Mexwo.

Obviously, as the World Cup was played in June, we were able to veduce our monthly churn from the normal 1.2% level 1o 1% icvel because
nobody cancelled our system pretty much in the first five months of the year,

And we conciuded 2006 with net additions of 180,000 subscribers, achieving a toal number at the eng of 2006 of 1.4 million subscribers.

Our ARPL! has been consistently around $40 to $42. SAC is 1n the 5550 to $370 range. And pre-SAC margin has been consistently freezing. And
at the end of 2006, it reached 58%.

To provide you with some guidance with regards 1o the current year, 2007, we expect gross additions Lo be in line with 2006, monthly chum to be
hack to normal levels. meaning 1.2% or thereabouls.

Net additions should be about 130,(00. Aud we expect 1o hreak the |3 million number of subscnbers by the end of this year.

Finally, in terms of financial information, as you can see there, wi closed 2006 with ‘otal revenues of 3684 million, operating profit before
depreciation and amonization of $326 milion.

And Lhis year, we expect revenues (0 exceed 5750 million and the OPBDA 1o provide us with a margin of in excess of 45%.

CapEx, similar 10 the other platfornis, most of the CapEx we have been investing has to do with SAC related, has to do with growth of our
subscriber base.

Onty a small portion of CapEx s non-SAC related. In 2006, we generated free cash low of 8204 million. And in 2007, we expect to be around
that figure.

With that. | return the stage 1o Mr. Bruce Churchill. Thank you very much.

Bruce Churchill - DireeTV - President - DirecTV Latin America

Okay. Thanks, Alex, The pant you've all been waiting for, the numbers, but befure you get there, 'm just going W do a kind of yuick summary, 1
think. on what we've heard about this morming,

Where we see ourselves a1 Direc TV Latin America is we are--[ think there's really tour key points [ would like to conclude with.

Ome is, as we've said over and over again, we're the leading premium platform in the region. Our content, service, and brand clearly position us
ahead of the competition

I think the compebbive envisonment s much more benign than it 1 here 1o the V.S, We bave no satellite competitor to speak otf. The cable
indusary, it varies, obviously, a bit by territory in terms of how consolidated or how advanced it is.

Bu: nevertheless, [ ehink they're in general, you could say pretly confidently, they'te behind us on the development curve. They're going to have a
fair amount of capital expense ta cateh up.

And 1 think iv'il be a number of years before you see anything in terms of--comparable 10 the levet of competition that you sce here in the United
States. particularly in the arca of the triple play. ot veterd.

Furthermore. the telephony business in Latin America, as Chasc said carlicr. is very much driven more by the mobile business. And | think that
may weli create some opportunities {or us.

We have an attractive economic structure. 1 think basically if you look at the ARPU, chumn, and SAC figures that we've shown you today that
those all combine to make really anractive IRRs and that we can leverage on top of that the scale that we have on our refationship with DirecTV
115, 10 conlinue 10 Lnprove on dur margins.
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And finally, [ remiain very builish zbout growth for the region. & 15 a market that loves television. Latin American comsurners lave television,

They consume a lot of television. The pay TV penctration figures that we showed you are low, particularly in a market like Brazil. So ] continue
10 helieve there 15 a lot of rovm 10 prow.

Alsp, as we've demonstrated in PanAmericana, we have the ability to really serve a hroad range in the market, anywhere from our DirecTV Plus
product down 1o the prepaid products.

And ] think my general bullishness comes from really visiting these countries, which | do. obviously, on a very frequent basis.
Probably 4 lot of you don't have the opportunuty Lo do that. Butf you do, | would encourage you Lo get out there and take a look.
I think you'l} be impressed. [Ben Swinburn] suggested we hold this meeting next year in Rio, which might not be a bad idea.

But also. the other thing is if you don't believe me. | would also point you to this week's Business Week, which picks Columbia as the best
emerging market to be investmg dollars in.

We've been there for a Jong time and have in fact been building up our operation there. And we're very bullish about Columbia as well.
We concluded with Meaico. But § guess I'll stanl with them Dy saying in my mind Mexico is e model. That's whal we all son of aspire to be.
And frankly. | think my colleagues inthe U.S aspire to be Mexico given those margins. (15 our most developed platform

The consolidation, we really have twe years under our bell on the consolidation. And Mexica has clearly taken its first mover advantage to create
1 dominant market position.

And as [ said, | stil beleve that i spite of some of the investment you see going on m that market, Mexico continue to be the market lcader
there,

For me, it's at times a little frustrating because we don't consolidate Mexico in vur financials, It shows up on this ligtle line of minority interest
somewhere, way down below net income practically,

1Us lustrating because we do work together a lot. We have a very active parinership role. We do work logether t leverage our entire subscriber
hase across the region.

And obviousky, it's an asset that 1 think has real, great metrics that Alex just wok you through.

And | remain bullish about this growth potential. It has had two -- we showed 05 and '06, largely because those were really, [ think -- those were
two vears that were representative of the business. Alex talked a litte bit about 7.

And those were great years that were maybe--had the additional benefit of the migration from DirecTV and the World Cup.
Butl nevertheless. even this year, as he said, we're looking at adding in the range of 140,000 subscribers there.

I would expect that (o continue. And that kind of growth, that kind of margins. the cash flow is going 10 grow accordingly. S0 it continues tobe a
greal asset {or us.

! would like to spead a httle tme then on sort of the consolidated businesses of Brazil and PanAmcricana. And where docs that get us?

You've scon the individual figures. These figures will then be for the segment level. They will include some expense that is incured at the
corporale fevel {or cotporate expenses,

And then there has been some capital in the jast couple of years that has been absorbed at the corporate level but gong forward wilt be more
pushed down 1o the regions. as Jacopo cluded to as well.

7
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So where we sec aurselves coming out in ‘67 is a company of about $1.6 billion of revenue. OPBDA of about $350 million, and operating profit
ol $120 nullion. the free cash ilow before interests and taxes of about $165 million.

Looking forward. my perspective on this is that | think we can greatly improve on this performance in terms of the cash flow coming to the
company.

And ulumaiely. 1 shink that's what it's all ahout. lt's how we measure ourselves as a management team. IU's what we track.

And il T were w look forward al where the cash flow is going, [ think in a sort of three-year time horizon sort of contributing about $165 million
of cash flow, we can comtribute closer to $400 mallion.

And that's driven by the subscriber growth that | think we can achieve and the margin improvement that | think we can achieve. And let me just
speak a little hit about that.

Really mostly on the revenue side, on the subscriber side, we're going 1o end up this year close 1o a little over 3 million subscribers
Again. Mexico is not included o these figures. This s just the segment. the consolidated Direc TV level

I'dont behieve 1 15 at all unreasunabie for us w assume that we can continug W add just below 500,000 subscribers a year for the next couple of
years thereafter.

I beleve our ARPLU will tick up a bit. There is, as Jacopo speke about, somewhat of a downward pressure on it as you grow quickly in some of
these conntries 10 PanAmericana because varly first-time subscribers tend to subscribe at lower packages.

And over time. we work themn up.
That's also. Lthink, compounded by the tact that the prepaid product becomes more popular, it may too drive down ARPU.
But all of that rotwithstanding. | think we can get vur aggregate ARPL’ up a couple more dollars in the nexl few years.

Chumn [ alse beliove we can continue o improve on, There has been a Tair amount of ncise inoour business, il you will, as we've done all these
migrations and gotlen people moved vver and et cetera.

So the chum has been, 1 still think, at very respectable Jevels, but not as good as it could be. So we have a plan for ourselves to improve it a
coupiz of pounts there

And the SAC. as we have also talked about, not a huge change, possibly some upward movement, largely because we're getting more into Lhe
premium services. premium boacs. as well as we would like to push as we have in the U.S. the muliple set-top box scenario, which is an
imponant part of achieving the chum poal.

S0 those are really the divers on the revenue side,

Just on the margin side, these are the figures for '06. And as 1 mentioned. there was some roise in 06

S0 let me just  to be truly apples to apptes to the way pre SAC margin 1s calculated in the United States, we would need to back out from the
operating income line the least expenses that our expense of PanAmericana for '06

It's not a brg number. But it's in there. And there were some gams relating. 1 bebieve, to the Mexico transaction.
So when you take all that ot and compare apples to apples. we had about an almost 33% pre-SAC margin in 06

As we go forward. when [ ook at those components. | think that what you're going to see is thal prugramming expense will actually up tick a hit
in 7 and beyond, Jargely hecause when we consolidate Brazil as we have driven up the APRU, nevertheless, there's additional programming

|
Thomson StreetEvents www streetevents.com | Contact Us H

© 2007 Thomson Financial. Republished with permission. No part of this putdication may be reprociced or transmitted in any form or by any means without the
prior written consent of Thomson Financial.

LMC 1L H.0000026




__FinAL TRANSCRIPY

i May. 24. 2007 /7:00AM MT, DTV - DIRECTY Latin America investor Day

costs related there, including the global programming. which was not previously meluded in the DirecTV figures because DirecTV didn't have
global programming

But nnce we achieve the merger and we've now migrated a whole bunch of people over. And most of them are taking the giobal programming.

Our ARPU hus gune way up. But also, there's some programming cost associated with that. But it's one or iwo percentage points, It's not a huge
amouwnt in terms of when you lcok at the total base.

And then a lot of the other costs that are largely fixed, 1 belicve wili remam so. And therefere, they will decline as a percent of cur revenue,
particularly things like broadcast operations, satelite lease when that comes out, and also panicularly in the G&A ares, where in Brazil, we
basiaily had iwo companies for awhile. We're in the process of narrowing that down.

So [ think you'll see a several percentage point increase, four or five percentage point increase on that, improvement on that in ‘07 and continued
improvement in the years ahead so that we would end up o ‘07 al roughly a 35% pre-SAC margin,

And | would expect to improve that to 37-ish. maybe cven better as we fook at 19,
Se I ihink today what we tried 10 do s give you the building biocks for you to go off and do your DCS models.

We've given you the components of subgrowth, ARPL. chum. SAC, cte. So effectively at this point, [ feel like I've led the horse to water. And
now Lhe guestion 15 will he drink?

Seas a way to check whether you've done your DCS models correctly or not, another way that we think about the valuation is on a per sub basis.
And what we've done here is Just tried (o Took at what are other satellite platforms valued at around the world.
Seme of the ones you see up on the list ace actually public companies. Others are Jarge purtions of public companies.

And therefore. they get the very analysts, many of you in this room or people like yourselves who do these valuations. Obvigusly, one of them up
there also SKY Mexivo. and that's pantly us, oo,

And then the question 15, okay, if you were to take DirecTV 's portion of SKY Mexico and the other portions of the other businesses it owns,
what might Direc TV be valued out, Direc TV Latin America.

Tl 1alk a httle bit abouws that 3 million. So what we said is, okay. we would argue that we have 3 million of what we call attributable subs.

And the way we get 1o that is we use a fairly siraightforward calculation that we own 100% of PanAmericana, 74% of Brazil, 41% of Mexico,
take the pro rata share of all those subscribers, and vou come up with the 3 million subscriber number.

1 vou were o go back to the previous page and you saw the range was anywhere (Tom sort of — I think it was |.800 (0 about 2,900, 1 think that
we can reasenably assume that the range for Direc TV Latin America easily falls somewhere with in the 51,000 to $2.000 per sub range.

And ws my personal belief that this is largely for reasons of our own making and just circumstances. There is little or no value built into the
Direc’lV share pnee today for the Direc’ TV Latin America asset.

And so from my perspective. [ believe this is a great opportunity 10 unlock value to demonstrate the value of the asset that we've created. And 1
hope that we have convinced you o at Teast take a serious look al this in the days ahead.

Se I would like 1o say thank you, everybody. for their time. I'm gaing to ask my colleagues 1o join me on the stage. And we will take questions.

GUESTION AND ANSWER
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Bruce Churchill - DirecTV . President - DirecTV Latin Americ

We'd like everybody 10 just talk into the mic s0 we can hear it on the webeast and elsewhere.

Unidentified Audience Member

Hi. A question--you touched a little bit on piracy. But T'd like to maybe get a sense a little more quantitatively of how much over here --

Bruce Churchill - DirecTV - President - DirecTV Latin America

Yos. yes.

Unidentified Audience Member

--that impacts ynur business. cither on a gross adds basis or on chum basis. It's always a tough yuestion to answer, If you knew where they were,
vou'd go get them.

But do you have a sense for how much you lost wn the grey market, black markel in your major operations and how you can go after rectifying
thal ssue?

And then just quickly as a follow up, where is cable video pricing relasive o your offers in most of these markets? Thank you.

Bruce Churchill - RirecTV - President - DirecTV Latin America
Ckay. I'm going to answer. But just so we'ie clear on the issue of pitacy, our product is nol pirated.

Our conditional access - just so everybody's clear ahout thak, we don's believe there are any or any significant number of people actually pirating

OUr SETYICE

When we talk about piracy as an issue for us. it's because, as T mentiored, so many of the cable systems in the region are still analog.
Therefore, they have no conditional access system or an ancient system, like they use traps, Jike they used to use here in the ULS.

Su it's that more. 1 suppose. what you call grey market sort of piracy. And | don't know.

Maybe you guys want 1o commenl quickly on that and also on the issue of the pricing differential between our product and the local product,

Alex Penna - firecTV - General Manager - Sky Mexico

Basically, in Mexico, most of the piracy historically had 10 do with the cable companies, with analog systems

That part of the piracy has somewhat reduced with the cable companies’ efforts, the largest one w0 digitalize their networks. So that still cxisis.
But it is a bt under control.

Another type of piracy that exists in Mexico, particularly in small wowns, 15 buy it get our decoders, wire the lown, and start operating a basic pay
Iy system tor a few bucks.

We continuously. with the pohice and the tocal authorities, try to fight that kind of piracy

And then you have the piracy of the black and grev markets of U.S. DTH systems. As Bruce said, there 18 no breach of security in the U.S.
Darec TV system.
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3o those who subscribe o that service in Mexico are those who are in the so-called grey market. They contract the service up here and enjoy it
duwn there.

And finally, the tther DTH system, which is the so-calied biack market in Mexico because of the breach of security in the smant card that they
use

Bruce Churchill - DirecTV - President - Direc TV Latin America
The ¢ther American system you mean,
Alex Penna - DirecTV - General Manager . Sky Mexico

The other Amenican system. And yeah, the card has been consistently violated. And those who buy the service of these other DTH systems enjoy
1 very much for free with no payment. So in a nutshell, that's all about piracy in Mexico.

To provide you with the size of this market, it's very difficult. But | would say it's in the hundreds of thousands.
Bruce Churchill - DirecTV - Presidert - DirecTV Latin America
Either once of you?

Luiz Edusrdo Baptista - DirecTV - (ieneral Manager - SKY Brazl

In Brazil, t's pretly much the same, but the fact that we don't have that American, a fact because we dun't have borders with the U S, of course.
So but irs pretty much the same. And it's insignificant.

The piracy-related to DTH in Brazil is insignificant. | cannot say the same with cable, especially in [active use]. They've been struggling to
redefine thew pladorm. But Tdon't think they've reached more than 30% so far.

They've heen struggling with piracy for the last ten years because they opened up the business in Brazil 13 years ago with open analog platforms.
S0 11 remained this way for seven and a half, cight years,

So we heard that five years ago, the piracy rebated to cable subscribers and only related to cable subscribers would be like 25% . And they were
confident that this number reduced to 15% nowadays.

These numbers are not divulged, of course, hecause cable operators would not want to pass that impression. But this really. of course, especially
vour see i the classcs,

I terms of competition, compet:tors in Brazil are selling differently than us. We are trying o sell top down as you saw.

We are reaching substantial growtk with $60 ARPL [rom newcomers. Bul cornpetition is selling for, 333, starting at $35, in some cases $30, up
o 875,

If you check the experience provided by Mexico and PanAmericana, and 1 was talking o Bruce aboul that a couple of minutes a go. we do have
muscles and oxygen 1o create new products in the upcoming years 10 pump up sales additionally between the 340, $55-range ARPLU for new

subscribers.

So that's how the market stands.

But it's quite possible i several cities you du have analog systems, MMDS platforms with 29 channels, digital services, such as Net, offering
only paid TV channcls, seven paid TV channels. And they are very low (inaudible - highly accented language).
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So s quite hard 1o compete and to compare apples o apples, selling paid TV six or seven channels in a bundie offer for $35. Ir's not quite
comparable (o sell 170-something channels for $60.

But I'm quite confident that 1 the next years we're going to see actual leverage 1o experience provided here today by Alex and Jacopo. And we're
gomng do sales in Bravil irying to [penctirate] that market

Alex Penna - DirecTV - General Manager - Sky Mexico
I'm sorry, Jacope. I didn't answer your second guestion. I's very much dlong the lines of what Bap just said.

But te provide you a range of how Jower cable TV companies in Mexico are with regards to what we charge for our programming packages 15 in
the range ot [5% to 25% lower. Thank you.

Jacopo Bracco - DirecTV - SVP & General Manager - DirecTV PunAmericana

Again, as you mentioned, very hard 10 estimate how much of our chum is related to piracy. | believe it's probably not much. We're priced at a
premium with our [desperational | products

Probably cur churn is more related Lo the Tact that peuple have come in and maybe overextended their ability to pay for service, We had reduced
the gap m price hetween our service and cable

We stll command a premium, even at the low prices that I've mentioned before, the $23 or $21 on the cheapest package that we offer
In every market. we are always ahead of cable. And cable obviously had much bigger problem n that thesr analog systems can be easily pirated.

And again, there's a big push for digitalization. whick s, for example, in the case of Argentina, a lot of the effors that cable is duing now ¢ move
10 dightal network s to make sure all of their premium programming i secured.

And because the premium programming includes soccer, that's going (o stimulate demand for them as welk as, | believe, for us,

So again. [ don't think it's dirver. | think it's more of a problem for thern. It's an impact to us in the sense that because n the market there are offers
now. In Columbia. some mformal operators that suppusedly offer prices. 70 channels. analog at $6 a munth, things like that.

Clearly. i1's an issue on the demand side. There's a bigger barrer to get Direc TV . But again, also with the consolidation in Columbia and also
sdded enforcement, that market will become available and provide us with more opportunity for

Unidentified Audience Member

Thanks. Two questions--one, can you give us an update on the state of digital television and the prospect of competition tfrom free over-the-air
set-top boxes similar w Freeview in the UK

Amd then separalely, are you seeing any of the cahke companies arrempting to vertically integrate inte programming”? Any kind of key
programuming risks that you fuce over the nexl few years? Thanks.

Bruce Churchill - DirecTV - President - DirecT'V Latin America

Om the second one. ['m not aware of any cable compary that's made any significan programming invesiments.

1 think when we did our Spamsh soccer deal, 1t caught the whole market by surpnse because no deal of that magnitude and importance had ever
peen done by a paid TV platform before.

And I'm pot aware - mayhe you guys want 1o add to that  but I'm not aware of any vable company that has any serions programming
aspirations. [ mean, part of the problem s most of them, obviously, are fairly lecal,
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